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 There are many uncovered factors that hindrance Small Medium Enterprises to adopt e-

Commerce especially in developing countries, furthermore there is also little 

information about technology barriers. For the past few years, Malaysia is one of the 
developing countries enjoy the country economic growth. Based on previous reported 

from Association Chinese Chamber Commerce and Industries Malaysia, the e-

Commerce adoption is low, which is 28%. In this propose framework, there are 3 
observed variables used to investigate the factors influence e-Commerce adoption. 

Variance based structural equation modeling statistical tools - SmartPLS ver2.0 M3 

used to perform data analysis. There are 217 of datasets used to perform data analysis. 
Among these variable, 2 variables are significant,  the R2 value is 0.615 for the model, 

which is 61.5% of variance in e-Commerce adoption can be explain with Management 

support (β=0.542, t-value=9.705, and competitor pressure is (β= 0.316, t-value= 5.525) 
.Based on the statistical result, it shows the parsimony model has good predictive power 

and useful in explain factors that influence SMEs to adopt e-Commerce. 
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INTRODUCTION 

 

The advent of Internet had changed the way of 

communication. Many innovative inventions are 

introducing to the public, combination of these 

innovative inventions such as Internet and E-

Commerce had shift the business trend and practice. 

There are many literature reviews claimed Internet 

bring benefits to Small Medium Enterprises (SMEs) 

such as lower cost operation(Alam, et al.,2005, 

Iacovou, et al.,1995, Tan, et al.,2009), improved cash 

flow(Betty, et al.,2001, Iacovou, et al.,1995, Wang 

and Ahmed,2009), high information quality(Alam, et 

al.,2005, Iacovou, et al.,1995, Thulani, et al.,2010), 

increase operational efficiency(Alam, et al.,2005, 

Downing,2006, Iacovou, et al.,1995), better customer 

service quality(Betty, et al.,2001, Downing,2006, 

Turban, et al.,2000), improved trading partner 

relationship(Alam, et al.,2005, Iacovou, et al.,1995, 

Tan, et al.,2009), increase ability to compete(Betty, 

et al.,2001, Downing,2006, Iacovou, et al.,1995), 

expend market(Tan, et al.,2009, Turban, et al.,2000), 

improved company image(Alam, et al.,2005, Turban, 

et al.,2000, Wang and Ahmed,2009), benefits to 

business practice(Thulani, et al.,2010, Wang and 

Ahmed,2009) and etc. Although e-Commerce brings 

benefits but people in developing countries still do 

not obtained from these innovative 

technology(Kshetri,2007). In facts, SMEs in 

developing countries encounter many obstacles. 

Alam, et al.(2011) mentioned that adoption & 

diffusion researches gained focus from researcher, 

however there are some gaps existing in developed 

and developing countries, which may significant 

differently between the countries that may generalize 

the result from country to country. There are two 

research questions used to achieve research 

objective, RQ1: what is the e-Commerce adoption 

rates among small medium enterprises (SMEs) in 

Peninsular Malaysia? ; RQ2: does perceived strategic 

value exert any impacts to e-Commerce adoption.  

 

Background Information: 

Zieman(2014) mentioned that Small Medium 

Enterprises (SMEs) is corner stone for countries 

economic and constitute 97% of the business 

establishments in Malaysia, it contribute about 32% 

of  Gross Domestic Product (GDP) and 65% of total 

employment. In Malaysia, Small Medium Enterprises 

are spared into 2 categories based on two criteria:  

(1) number of employees and (2) annual sales 

turnover.  In small sized of manufacturing sector, the 

sales turnover is from RM300,000 to less than 

RM15 million OR full-time employees from 5 to 
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less than 75 ; on the other hand medium sized of 

manufacturing sector‟s Sales turnover from RM15 

million to not exceeding RM50 million OR full-

time employees from 75 to not exceeding 200. For 

other small business categories such as services 

sectors and other sectors, the sales turnover from 

RM300,000 to less than RM3 million OR full-time 

employees from 5 to less than 30 ; for medium 

sized, the sales turnover from RM3 million to not 

exceeding RM20 million OR full-time employees 

from 30 to not exceeding 75 

Hashim and Osman(2003) mentioned that, Small 

Medium Enterprises (SMEs) are established as 

following section:  Agricultural section,  Basic Raw 

Materials sector, General business sector and 

Manufacturing sector. 

 

Research Problem / Statement Of Problem: 

According a press reported on18 April 2012, A 

Malaysia External Trade Development Corporate 

(MATRADE) officer  commented the e-Commerce 

adoption still low (TheStar,2012), he provided the 

evidence from Associated Chinese Chamber of 

Commerce and Industries (ACCCIM) 2012 SME 

survey. Based on the report, majority reported the 

issue to promote e-Commerce, such as poor 

bandwidth constitute 30%, IT investment cost 

contribute 25%, e-payment security constitute 20%, 

lack of IT skilled, limited network coverage 

contributed 18% and etc. Alam, et al.(2004)  had 

conduct a study on perceived barrier on 

manufacturing sector, and listed major technical 

barriers such as: lack of security, lack of IT personal, 

lack of Privacy, Hacker‟s Intervention, Insufficient 

Telecommunication Bandwidth, and High set up cost 

as major threat to e-Commerce adoption. There are 

some limitations on respective research, which 

conduct the research on particular area, which might 

be difficult to generalize the result. Omar, et 

al.(2011) had propose a model consists six variables: 

security & privacy, ease of use, entrepreneur‟s 

attitude & knowledge, technical knowledge 

availability of the firm, customer and competitor‟s 

pressure and government support. However, in their 

research only two variables are significant, which are 

security & privacy, and competitor and customers‟ 

pressure. Organization will encountered dilemma of  

making decision either to adopt or to reject an 

innovation technologies into their organizational 

after evaluating the feasibility of an organization. 

There are many uncover factors such as 

technological factors, organization factors, 

environment factors, and personality factors that will 

influence the decision of adoption of e-Commerce. 

 

Literature Reviews: 

Theoretical Framework: 

There are many popular framework used to 

assess technology adoption and diffusion research 

topic, as following: 

a) Theory reasoned action(TRA): one of the 

useful  theory to explain human behavioural across a 

wide  variety of domains, there are a lots of research 

focuses on service quality, satisfaction in Marketing, 

Self-efficacy, computer anxiety in social 

physiology(Torkzadeh, et al.,1999) 

b) Theory of Planned Behavior(TPB): is an 

extension from Theory Reasoned Action. TPB 

includes attitude and “subjective norms about 

engaging in the behaviour are thought to influence 

intention”(George,2004) 

c) Technology Acceptance Model(TAM): It 

can easily to apply to any situation to investigate 

information technologies 

d) Social Cognitive Theory(SCT): Triadic 

reciprocal causation :- “B signifies behaviour; E is 

the external environments; and P represents the 

person, include that person's gender, social position, 

size, and physical attractiveness, but especially 

cognitive factors such as thought, memory, 

judgment, foresight and so on(Feist and Feist 

Gregory,2009).”  

e) Diffusion of Innovation (DOI): Diffusion is 

the process by which an innovation is communicated 

through certain channels over time among the 

members of a social system.(Rogers,1983) 

Although there are many popular theories, but 

above listed theories are suitable applied into 

individual level, and in real situation, these theories 

might be biased which only focus on particular 

context, for instance, technology acceptance model 

and diffusion of innovation focus on technology 

characteristic, which unable to provide more 

explanation and information other than that. In 

organization, the decision making process usually 

involved some of stakeholder within the organization 

members. As a result, we adopt Technological-

Organizational-Environmental, which provide more 

hoslistic view to understand the organization 

decision to adopt innovation technologies. Tornatzky 

and Fleischer(1990) had introduced a framework 

named Technological-Organizational-Environmental 

(T.O.E) to investigate information system studies. 

 

Moderator Variable - Perceived Strategic Value: 

Sutanonpaiboon and Pearson(2006) mentioned 

that according to diffusion of innovation theory, the 

decision to adopt innovation is based on decision 

maker evaluate innovation characteristic such as 

relative advantage, compatibility, complexity, 

trialability, and obervability, besides that, they also 

evaluate someone perception on these innovative 

characteristic which might determine individual or 

organization will adopt new innovation. The 

perceived strategic value can represent as following 

formula: 

 

SVi = 𝑃𝐵t=n
t=1  −    𝑃𝐶𝑡=𝑛

𝑡=1  

 

Where: 
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SV = Strategic Value PB = Perceived Benefits 

PC = Perceived Cost i = Particular innovation 

T = time 

 

There is few literature review and research topic 

about perceived strategic value. Subramanian and 

Nosek(2001) had propose a model named perceived 

strategic value, after conduct interview with 71 

manager in northeastern USA. There are three 

construct in this framework, (i) PSVIS-Support:- 

“information systems is primarily used to reap 

operational efficiency benefits and aid operational 

strategy through cost reduction, improved customer 

service, improved support to operations, and other 

related strategies.”; (ii) PSVIS-Productivity:-“ 

information systems provide better access to 

information, help in the management of time, provide 

a means to use generic methods and models in 

decision making, and improve communication 

among managers through the use of electronic 

calendars, electronic mail, project management tools, 

or access to internal and external databases” (iii) 

PSVIS-Strategic:- information systems support 

strategic decisions, the role of IT in effecting change 

in organization/industry relationships, including 

relationships with customers and suppliers. Grandon 

and Pearson(2003) tested the propose model on 

developing country: chlie and developed country: 

united state, and the result shows that the model 

indicated perceived strategic value has influence on 

manager‟s attitude toward adoption. 

 

Dependent Variable – Adoption: 

This research followed Tornatzky and 

Fleischer(1990)‟s TOE adoption definition, 

“acceptance of innovations depends on 

organizational, environmental, and technological 

factors.” 

 

Perceived Barriers: 

There are many literature reviews on perceived 

benefits (or relative advantages) will lead to 

innovative adoption. The statement is true for 

developed countries, but not for developing 

countries. Besides that, there also little information 

about perceived barriers researches in developing 

countries(Hunaiti, et al.,2009, Kshetri,2007). There 

are some concepts about barriers categorization. 

Kshetri(2007) tried to explain the barrier scope from 

economic, socio-politic and cognitive barriers 

towards adoption. For instance, Kshetri(2007) 

concluded that in developing countries, very few 

firm willing takes risk to perform e-Commerce 

transaction due to the technical support and issues. 

Govindaraju and Chandra(2011) adopt business 

environment component model which is proposed by 

TR Jain stated that the barriers come from internal 

environment (human factor and financial factor) and 

external environment has two components: micro 

external environment ( Push force factor, Supply 

chain information factor, Internet services factor, 

market factor, source information factor and 

enterprises association ) and macro external 

environment ( e-Commerce popularity factor, 

security factor and political factor). Although, there 

are many concepts about barriers from different 

perspective view, in this research, we merged 

barriers concept into single category, and postulate 

hypothesis statement as following: 

  

H1: The greater of Perceived Barriers, the lower 

of the e-Commerce adoption. 

 

Management Support: 

Ifinedo(2011) mentioned that management 

support is one of the best predictor to adoption. He 

mentioned that the role of management is change 

agents toward the innovation adoption. When top 

managements are aware of the importance of the 

technology, they will try to influence the 

organization to accept the innovation.S.H.Teo, et 

al.(2009) further explain that “support is necessary to 

ensure there is also commitment of resources as well 

as cultivation of organization climate conducive to 

adopting technological innovation.” The postulate 

hypothesis statement as following: 

 

H2: The greater of Management Support, the 

greater of the e-Commerce adoption. 

 

Competitor Pressure: 

Ifinedo(2011) mentioned that competitor 

pressure also is one of the best predictor to adoption. 

He said “pressure from the competitive environment 

can lead to environment uncertainty that will increase 

the adoption in the industries.” Wang and 

Ahmed(2009) explained when the competitor in 

same industry enjoy advantages brought by the 

innovative technology, a firm has to decision either 

to follow or not to follow to their competitor 

practice. The postulate hypothesis statement as 

following: 

 

H3: The greater of competitor Pressure, the 

greater of the e-Commerce adoption. 

 

Research Methodology: 

Data collection: 

There are 17,165 of registered members in 

SMEinfo website. Based on the composite of the 

registered members  for manufacture sector is 

6,003(SMEInfo,2012). This research applied simple 

random sampling technique to get sample population. 

Joseph F. Hair, et al.(2014) introduce a rule of thumb 

of 10 cases per predictor, whereby the overall sample 

size is 10 times the largest of two possibilities: (1) 

the block with the largest number of indicators or (2) 

the dependent variable with the largest number of 

independent variables impacting it. Based on Joseph 
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F. Hair, et al.(2014)‟s thumb rule I, there are 3 

observed variables used to investigate the 

relationship between the dependent variable, 

therefore 30 sets of data are minimum requirement 

for this research.  

All of the questionnaires were adapted from 

previous literature reviews such as: Alam, et 

al.(2004), Ifinedo(2011), Sutanonpaiboon and 

Pearson(2006) and Subramanian and Nosek(2001) 

The data collection periods take 180 days. There 

are 2700 survey questionnaires were sent to target 

audiences. There are 348 of dataset were received, 

after doing processing on the data only 251 sets of 

data are valid for the research. In order to prevent 

non-response bias occurred, independent t-test used 

to compare mean value of each variables.

 
Table 1: Independent t-test result  

 Latent Variable Average Standard Deviation   

 Before 3 months After 3 months Before 3 months After 3 month t-value p-value 

Barriers 4.959 4.449 1.209 1.188 2.321 0.021 

Management 4.515 4.823 1.285 1.184 -1.394 0.165 

Competitor 4.25 4.593 1.054 1.010 -1.833 0.068 

Adoption 33.147 36.885 5.811 9.256 -3.173 0.002 

Managerial 

Productivity 

5.000 5.222 0.956 1.01 -1.201 0.231 

Operational 
Support 

4.951 5.221 0.9852 1.131 -1.317 -0.2702 

Strategic 

Decision 

4.828 5.135 0.8602 1.066 -1.659 -0.307 

 

From table 1‟s result, it is found that there is a 

different between both datasets. Among these 

variables, two variables were found are significant, 

Perceived Barriers, and Adoption, there are total of 

43 sub-items, 18/43 = 0.418. Armstrong and 

Overton(1977) mentioned that the ideal situation of 

non response bias can be keep under of 30%, 

therefore the earlier set of data are discarded, only 

217 datasets are valid for data processing. 

 

Measures And Assessment of Goodness of 

Measures: 

Haenlein and Kaplan(2004) mentioned that 

structure equation modeling (SEM) is a second 

generation technique, allow simultaneous modeling 

of relationships among multiple independent and 

constructs. SEM can be used to test (and 

consequently to be either support or reject) 

theoretical model with empiric data. There are two 

typeof methods to estimate the parameters namely 

co-variance based and variance based. This research 

objective is used to explore and finding the 

phenomena and factor to influence e-commerce 

adoption, therefore, PLS-SEM analysis(or variance 

based SEM) technique is appropriate for the 

research. In this research, we used  SmartPLS2.0 M3 

to perform data analysis, processing and data 

Interpretation(Ringle, et al.,2014). There are two 

validity method convergent validity and discriminant 

validity used to examine the measurement models. 

 

Convergent Validity: 

There are 3 elements used to access the construct 

model: Main Loading, Composite Reliability (CR) 

and Average Variance Extracted (AVE).  Urbach and 

Ahlemann(2010) and Joseph F. Hair, et al.(1992) 

provide benchmark value for main loading value, it 

must be at least is  ≥ 0.5 and greater, any value below 

the threshold value will be removed from particular 

construct(Ifinedo,2012). The suggested value for 

composite reliability is ≥ 0.7, any value below will 

be removed. The main loadings value for all items 

are surpass the threshold value of 0.5, the AVE value 

ranges from 0.597 – 0.931, the composite reliability 

value ranges 0.876 – 0.956. Based on the suggested 

guideline provided by Joseph F. Hair, et al.(1992) 

and all the elements are fulfilled all access criteria 

and benchmark value. The result as following table:

 
Table 2: Measurement Model 

Construct Item Main Loading AVE CR 

Adoption ADT1 0.801 0.671 0.942 

 ADT2 0.814   

 ADT3 0.788   

 ADT4 0.836   

 ADT5 0.832   

 ADT6 0.832   

 ADT7 0.825   

 ADT8 0.828   
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Competitor Pressure CP1 0.597 0.643 0.876 

 CP2 0.847   

 CP3 0.886   

 CP4 0.844   

Perceived Barriers PBar1 0.781 0.626 0.943 

 PBar10 0.683   

 PBar2 0.763   

 PBar3 0.837   

 PBar4 0.854   

 PBar5 0.848   

 PBar6 0.785   

 PBar7 0.744   

 PBar8 0.815   

 PBar9 0.785   

Top Management TM1 0.887 0.814 0.946 

 TM2 0.931   

 TM3 0.894   

 TM4 0.897   

Managerial 

Productivity 

PSV_MP1 0.840 0.730 0.931 

 PSV_MP2 0.874   

 PSV_MP3 0.871   

 PSV_MP4 0.838   

 PSV_MP5 0.848   

Operational Support PSV_OS1 0.830 0.768 0.952 

 PSV_OS2 0.806   

 PSV_OS3 0.894   

 PSV_OS4 0.910   

 PSV_OS5 0.918   

 PSV_OS6 0.896   

Strategic Decision PSV_SD1 0.907 0.782 0.956 

 PSV_SD2 0.881   

 PSV_SD3 0.896   

 PSV_SD4 0.911   

 PSV_SD5 0.847   

 PSV_SD6 0.863   

 

Discriminant Validity: 

Table 3 shows discriminant validity result. 

According to Fornell Larcker Criterion, there are two 

conditional need to follow: (i) the minimal value of 

AVE value ≥ 0.50 ; (b) the AVE of each Latent 

Variable should be greater than the Latent Variable„s 

highest squared correlation with any other Latent 

Variable(Urbach and Ahlemann,2010). The square 

root of AVE ranges from 0.791 – 0.902, which more 

than the benchmark value. It shows that the model 

shows the adequate of Convergent validity and 

Discriminat validity. 
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Table 3: Discriminant Validity Result 
   (1) (2) (3) (4) (5) (6) (7) 

(1) Adoption 0.819       

(2) Barrier -0.154 0.791      

(3) Competitor 0.533 0.157 0.802     

(4) Managerial Productivity 0.580 -0.026 0.443 0.854    

(5) Management 0.697 -0.181 0.433 0.598 0.902   

(6) Operational Support 0.627 -0.015 0.486 0.780 0.611 0.877  

(7) Strategic Decision 0.607 0.032 0.443 0.847 0.542 0.791 0.884 

Bold Text represent square root of AVE value 

 

Assessment To The Model:  

Table 4 shows the result path coefficient Beta 

value (β), t-value (path analysis) and hypothesis 

statement decision for e-Commerce adoption model. 

In this research there are three observed variables 

namely: Perceived Barriers, Top Management 

Support, and Competitor Pressure used to assess the 

models, the R
2 

value is 0.615, which is 61.5% of 

variance in e-Commerce adoption can be explained 

with Top Management Support obtained β value= 

0.542, and t-value=9.705; Competitor Pressure 

obtained β value =0.316, and t-value= 5.525 Based 

on the calculated result, it shows the parsimony 

propose model has a high predict power and useful in 

explaining the adoption phenomena among small 

medium enterprises in Malaysia. At the initial stage, 

Perceived Barrier does not show any significant, 

which obtained β value = - 0.1054, and t-value = 

1.296 which means it does not influence (negative 

relationship) to adoption. After by applied Perceived 

Strategic Value (PSV) as moderator, the Perceived 

barriers become significant (refer to appendix), hence 

it also increase R square value. 

 
Table 4: Path analysis, Beta Value and t-test Value 

Path Analysis Beta Value Std Error t-value Decision 

 Barrier -> Adoption -0.1054 0.0813 1.2956 Not Support 

Competitor -> Adoption 0.3155 0.0571 5.525 Support 

Management -> Adoption 0.5418 0.0558 9.7051 Support 

     

Summary of Moderation Effect (Refer to Appendix)   

PSV * Barriers -> Adoption     Support 

PSV * Competitor -> Adoption    Not Support 

PSV * Management -> Adoption    Not Support 

 

(A) Managerial Productivity 

 
Table 5: Managerial Productivity Interaction result 

Interaction Beta Value Std. Err t-value Decision 

Management * MP -> Adoption 0.2681 0.2736 0.9797 Not Support 

Barrier * MP -> Adoption 0.4734 0.239 1.981 Support 

Competitor * MP -> Adoption 0.1437 0.2267 0.6338 Not Support 

 

(B) Operational Support 
 

Table 6: Operational Support Interaction result 

Interaction Beta Value Std. Err t-value Decision 

Management * OS -> Adoption 0.2947 0.3195 0.9224 Not Support 

Barrier * OS -> Adoption 0.4102 0.2423 1.693 Support 

Competitor * OS -> Adoption 0.1631 0.2374 0.6868 Not Support 

 

(C) Strategic Decision 
 
Table 7: Strategic Decision Interaction result 

Interaction Beta Value Std. Err t-value Decision 

Management * SD -> Adoption -0.0948 0.323 0.2935 Not Support 

Barrier * SD -> Adoption 0.5659 0.2913 1.9427 Support 

Competitor * SD -> Adoption 0.1208 0.2825 0.4277 Not Support 

 

Discussion: 

There are three observed variables and a 

moderator used TOE framework to evaluate factors 

influence to e-Commerce adoption among Small 

Medium Enterprises in Malaysia. Among these 

hypothesis Perceived Barriers from technological 
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context is not supported, another two predictor 

variables namely: competitor pressure, and top 

management are supported.  

Competitor Pressure is found significant in this 

research. Premkumar and Roberts(1999) mentioned 

digital revolution combined with availability network 

infrastructure enable business practice to use it as 

medium of communication. In order to differentiate 

between their competitor, the decision to adopt 

innovation is relevant. Besides that, it also can 

extend to market shares and better market position in 

the industries. 

Top Management support is also found 

significant. Premkumar and Roberts(1999) 

mentioned top management commitment are 

important that ensure that the organization has the 

resources to sustain and support the innovation. 

Besides that, the roles of top management is 

important, during the transition period (from non 

technical based to technical based), any new 

implementation on innovation need to blue collars to 

operate, they will have some technical phobia on the 

innovation and refuse to use it, at this moment, top 

management will compromised them to use it, hence 

it will increase the adoption rates. 

Perceived Barriers in this research is not 

significant at initial setting, due to this result, it might 

lead to the other side view on adoption, that might 

assumed that SMEs have the IT skilled abilities. 

However, when Perceived Strategic Value (PSV) is 

integrated into this model as moderator, the result is 

totally changed, the perceived barriers become 

significant. PSV reveals the perceived barriers is big 

cost to SMEs. The tangible cost such as computer 

devices, technical support cost etc. and intangible 

cost such as training cost, time etc. can hurdle and 

burden to organization‟s budgets, as a result, it will 

make SMEs reluctant to adopt on innovation.  

 

Limitation: 

The research is focuses on homogeneous 

category - manufacture sector, where the propose 

model cannot predict the result by applied into 

another sector. There are total of 217 datasets used to 

perform data processing, although it fulfills 

minimum sample size thumb rules by (Joseph F. 

Hair, et al.,2014), but we hope can get larger samples 

size(n >= 300) so that it helps to generalization the 

result to the entire population. The result R squared 

and Beta value can be more précised by using 

Statistical Package Social Sciences (SPSS) with 

removed the outliers data, hence it increase the 

consistence and data reliabilities of the research. 

Lastly, the sample may not representative of the 

population: some address might be wrong taken, 

besides that, financial constraint and time constraint. 

 

Practical & Theoretical Contribution: 

The research study offers both theoretical and 

practical implications. It shows the relevance of the 

TOE framework as a useful model to discuss 

innovative adoption. From theoretical point of view, 

the study offers some empirical support to findings 

and observation regarding the factors that influence 

the e-Commerce adoption. The observed variables: 

Perceived Barriers, Top Management, and 

Competitor Pressure, as important factors to pace the 

speed of adoption in country. Moreover, Perceived 

Strategic Value can be perform as moderator to 

investigate the relationship between observed 

variable and dependent variable. From practitioner‟s 

point of view, it brings some valuable information 

government agencies (ie: Multimedia Development 

Corporation (MDeC), Small and Medium Industries 

Development Corporation(SMIDEC)), and non 

government organization to have better awareness of 

the benefits of electronic commerce to pace the speed 

of  adoption rates in the country. Lastly, it provides 

SMEs some self-appraisal, to evaluate the above 

mentioned investigation, WHAT, WHY & HOW on 

business manner, so that they can perform their 

business in long run. 

  

Conclusion: 

The research objectives are achieved and the 

purpose of the study is to explore and determine the 

factors influence small and medium enterprise to 

adopt e-Commerce. The study indicated that 

Perceived Barriers, Management Support and 

Competitor Pressure are significant predictor for 

SME‟s adoption in Malaysia. Perceived Strategic 

Value can be considered as a good moderator reveals 

that negative effects of the technological issues, that 

need some efforts to mitigate SMEs‟ pain. The 

foregoing result also permitted identification of 

possible drivers, and inhibitor factors influence 

SMEs to adopt e-Commerce in Malaysia. It is hope 

that the discussion and conclusion provided from this 

study will extend the body of knowledge on e-

Commerce adoption & diffusion topic and also to 

policy makers in developing countries.  
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